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ABSTRACT

This study explores the impact of linguistic deviations on consumer perceptions of brand authenticity.
Through content analysis and survey research, the study examines how metaphors, wordplay, allusions,
jargon, and clichés in advertisements influence consumer attitudes toward brand authenticity. The
findings reveal that creative language use, particularly metaphors and wordplay, positively affects brand
authenticity, credibility, and emotional connection. Conversely, jargon and clichés detract from brand
authenticity. The study contributes to the understanding of language's role in branding, highlighting
the importance of linguistic creativity in building emotional bonds and trust between consumers and
brands. The research provides valuable insights for marketers seeking to craft authentic brand
messages and foster meaningful consumer relationships.

Key Words: Morphological analysis, Linguistic deviation, Brand authenticity, Brand credibility,
Consumer perception, Marketing communication, Language and branding, Linguistic creativity,
Emotional connection, Authentic branding.

INTRODUCTION

Chapter 1: Introduction

1.1 Background

Brands today are task with generating relevance in an oversaturated and overly
competitive marketplace to meet customers’ needs, not just at a rational level but
emotional as well. Today's consumers endowed with information and choice select
brands that align with who they are, and what they believe in. They seek genuine one—
genuine is defined as the extent to which a brand seems structurally loyal to its original
idea and uniformly offers a believable impression, which is authentic (Beverland, 2005).
Being genuine is one of the key essences when it comes to guaranteeing sustainable
brand performance as it builds the trust and loyalty.
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Despite the fact that authenticity has been defined by brand values and brand stories,
there is no widely discussed way of using language more intentionally. Not only does
language provide information about a brand but it also creates an image of the brand.
Thus, intentional use of lexical variations as non-standards words, metaphorical
language, and Culture-specific items can act as a valuable advertising strategy allowing
brands effectively distinguish them from the competitors and expressing them as
creative, innovative, and closely associated with their consumers.

Previous research has focused on aspects such as harmony or congruency of brand
values, tradition, and candoration in the scope of brand authenticity. Nonetheless,
there is a scarcity of studies that examine how the linguistic strategies do help to make
impression about brand legitimacy. As such, this research seeks to fill this gap in the
current literature by conducting an exploratory evaluation of how deviations from the
linguistic mainstream can be used as AuDA pal-impulses in brand building. Linguistic
creativity, when incorporated in branding communication strategy can improve on its
communication and effectively develop a deeper relationship with consumers.

1.2 Problem Statement

Although recent years have seen a growing body of literature discussing brand
authenticity, this area still lacks empirical knowledge on how language, especially any
language errors, contributes to the creation of an authentic brand image. There is a
gap in the literature where previous studies have mainly concentrated on a more literal
contextual meaning of authenticity like the physical attributes of the product or service
or its cultural historical background and give little consideration to the linguistic
impression formed by consumers in the process of consumption. This research will
look at the influence of creative language use in advertisements regarding consumers’
authenticity, trying to determine if deviations in language add or detract from the
brand. Studying this relationship will open the richness of the issue in relation to
languages and brands within the framework of the changing market environment.

1.3 Research Objectives

The objectives of this study are:

1.In an effort to explore linguistic variations in creating brand legitimacy in the
perspective of Pakistani print media.

2. To assess the effects of morphological variations in language on the consumers’
attitude towards the actuality of the brand.

3.In order to test the hypothesis that creative use of language in advertisements
improves the potentiality of consumers and brands to connect emotionally.

1.4 Research Questions

This research seeks to answer the following key questions:

1.In what ways does language variation in advertisements affect the consumers’
beliefs about brands’ genuineness?

2. How does measure morphological deviations affect the consumer trust in the brand?
3. Aimed at answering such a question, the current article investigates whether creative
linguistic strategies can contribute to the emotional_should appeal and long-term
loyalty associations of a brand.
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4. In what way does cultural and subcultural referencing help the Pakistani print media
build up a perception of authenticity?

1.5 Significance of the Study

Overall, this work provides new knowledge to the academic community and
practitioners regarding the language aspect of branding and its use of linguistic
deviations. Not only will this paper help advance the literature on brand authenticity
but it will also offer guidance to marketers strategic to creating an authentic brand.
Today's consumer is wise, and he or she does not trust commercials and banners as
they did some five years ago, so marketers require other means to grab the attention.
Creativity in language use is advantageous for brands since it lets them stand out and
build natural, healthy relationships with their clients. Therefore, by focusing on what
this research demonstrates about the roles that language choices play in consumer
evaluations, viewers' minds can provide marketers with the tools they need to better
manage the emerging dynamics of brand messaging.

1.6 Scope and Delimitation

The present research will be limited to print advertisements appearing in Pakistani
media, and it will analyses how such deviations at the morphological level influence
consumers’ perceptions. It will not look into other types of branding messages like
computer or oral advertising; or other facets of language like phonetics or tone. In
addition to this, the study is confined to Pakistani context only and this may have
cultural connotations effects for language in branding. By focusing on these specific
parameters, the research seeks to generate more specific results that can be expanded
in future researches.

Chapter 2: Literature Review

2.1 Brand Authenticity

Consumer perceived brand authenticity is a very conceptually broad construct, which
is largely a function of consumers and the society in which they exist. Authenticity, thus
more than a property of a brand itself, is a consumers’ construction of a brand’s
activities, communications and identities based on their personal sets of values. ,
according to Beverland (2005) these brands are viewed to be truthful, cohesive, and
credible and bear close resemblance to the personalities and principles of the targeted
populace. For this reason, authenticity is depersonalized and becomes a process that
is always in continual progress with consumer expectations and culture.

In the modern world when customers are equipped with more and more information
and various tools to share it, the importance of being authentic has skyrocketed. It has
become apparent consumers are paying closer attention to what brands have to say
and how they are presented and any infraction with the new standards of truthfulness
would erode consumer trust. Consumer activism together with the social media has
taken scrutiny of the brand one notch higher as the consumer expected to see
consistency and portrayal of the brand values across different consumer interactions.
If a company fails to accomplish this, they risk alienating the brand while successful
brands act to create a bond and trust with customer.
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In the same way, the brands are required to strike a balance between staying loyal to
the company'’s values while at the same time relating to the cultures of the modern
society. In light of this growth, this paper aims to consider how consumers seek
authenticity from brands and how brands demonstrate their authenticity back to
consumers. This dynamic research emphasizes the need for a continual study to be
conducted to understand how brands can apply authenticity across a continually
evolving environment. Knowledge of these shifts can assist brands in maintaining
relevancy and credibility to consumers ensuring that their messages are received by
the latter.

2.2 TRANSLATIONS IN ADVERTISING

Flouting which is a deliberate or intentional speaking or writing is a rising style in ads
because they help to create an element of surprise and promote reflection. These
deviations are rendered by the use of metaphors, puns, creative word construction and
other cultural symbols that appeal to the consumer’s higher cortical response and also
appeal to emotional quotient. According to Crystal (2018), using linguistic deviations
in the building of brand communications is effective because they allow brands to
intentionally remind people of other brands, help in creating memorable messaging
and elicit an emotional response. This, in turn, improves consumers’ authenticity
perception.

As there is immense importance of topicality, conciseness, and distinctiveness of the
message in the business, language creativity in advertising can make a really
complementary difference. Such a vocabulary breaks with the legalist tradition of
speaking and can successfully express essential ideas although it goes beyond a simple
intellectual level; people care about concepts that speak to their emotions and feelings.
Such deviations draw attention to them-self in that people become curious as to why
they are present, and causes an emotional response that makes the consumer a fan of
the brand. For instance, humor operating at the lexical level takes a message and not
only create an association between it and the brand, but spread it as a part of popular
culture.

Linguistic deviations also are very important when it comes to the development of a
brand’s personality as well as brand story plot. Using such extended images and figures
of speech or allusions, among other means, brands are capable of fashioning a voice
that is congruent with the values of consumers. Thus, I believed brands are able to
build a more meaningful relationship with the audience, which gives the impression
that their message is tailored for the consumer. Thus, linguistic deviations are not only
a creative orientation, but a basic element shaping the distinctiveness of the brand and
strengthening the consumers’ loyalty. Knowledge of these really dynamics can enable
brand to frame stories that can create profound connection with the consumer.

2.3 Linguistic Relativity

The Sapir-Whorf Hypothesis also referred to as linguistic determinism is a theory that
holds the belief that language in one way or the other affects how a person perceives
things or reality in the society (Whorf, 1956). Applying this concept to the theory of
branding suggests that there a strong correlation between the choices brands make
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with regards to linguistic features and consumers’ impressions of authenticity and the
brand. Language is not only used to give information and establish communication
but also to build up reality.

Linguistic individualism as demonstrated in this paper allows brands adopt different
linguistic styles as ways of capturing specific cultural or sub-cultural niches. In a given
market where brands are jostling for a consumer’s attention, linguistic relativity
ensures that the language, which is used in communication medium like
advertisement, may influence how the consumer feels about a brand. Social media is
a tool to turn language into communication not only an instrument of purging a need
but creating an emotionally substantial product. Such an emotional connection will
then help to model consumer behavior and therefore decisions to purchase.
Secondly, the linguistic relativity at the foregoing demonstrates cultural relevance in
brand messaging. It may be beneficial for a brand to use language that resonates with
a particular culture and include idioms as well as references as including them places
the brand in a culture as is a part of it. It involves a culture that, when adopted, creates
better emotional fulfilment as well as strengthens the perceived originality of the brand
hence increasing the consumer loyalty. Applying culturally appropriate vocabulary to
talk to the consumers helps establish familiar and identity feelings for the audience
towards the brands and ultimately leading to improved brand perception.

2.4 Brand Identity and Language

Personal branding and concept of authenticity have a very close relationship where
language is a major determinant. Brand personality, according to Aaker (1997),
requires establishment of a clear and identifiable character and linguistic creativity is
advocated in this process. Loose talking, as well as utilizing innovative and
metaphorical language for branding, to some extent contributes to the brands’
indication of creativity and thus improving their perceived authenticity.

In the modern world, customer is very selective and often mistrustful of conventional
advertising, so those companies that are able to use language creativity will seem
sincerer. Linguistic creativity enables brand to create a distinct voice that can make
them to appeal to the general public. This in turn develops better consumer-brand
relationships since consumers feel that a brand has a common cause with them.
Linguistic strategies analyzed in this article prove that the use of identity-prescribing
language can help reinforce a consistent identity and enhance consumers’ experiences.
Consistency is also important when it comes to decisions about language in building
up and consolidating brand image. Such language also makes cohesiveness that builds
credibility, reliability, and a trustworthy image that is entrenched in the brand’s mission
and vision. When it comes down to specifics, six specific linguistic practices emerged
as crucial to creating authenticity and therefore engendering long-term consumer-
brand relationships in a way that is emotionally and culturally resonant. Through the
correspondence between language and brand values, there may be improved
consumer confidence, and, consequently, business success leading to the brand'’s
longevity.

Chapter 3: Methodology
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This chapter provides an overview of the method used to examine the effects of
language variation in brand advertisements on the evaluation of brand truthfulness.
To collect and analyze the data for the study, method that is used is content analysis
and survey. It also ensures that the role of linguistic deviations in developing consumer
attitudes gets an adequate capture through a mixture of both qualitative and
quantitative methodologies.
Research Design
The research design for this study consists of two phases: Such as the content analysis
and survey research, such as the content analysis and survey research.

1. Phase 1: Content Analysis
300 adverts and social media posts from fashion, technology and food and beverages
industries were subject to content analysis. The goal was to distinguish more specific
types of linguistic deviations which includes metaphors, word idioms, allusions, and
jargons; clichés. Each advertisement was systematically analyzed to chart the
occurrence and circumstances of such deviations in order to understand how brands
use language innovatively.

2. Phase 2: Survey Research
After the content analysis, an online survey was conducted among 500 consumers in
order to evaluate whether they differentiate between brand authenticity based on the
mentioned linguistic strategies or not. Each participant expressed the level of
agreement with statements relating to Brand Authenticity through a 5 Likert scale.
Further, categorical data were gathered to explore quantitatively color consumers’
attitudes towards these linguistic variations and also their feelings.
Sample Selection

» Content Analysis Sample:
The content analysis sample consisted 300 ads and mentions in social media belonging
to different sectors: fashion and accessories, IT and telecommunications, food and
beverages, car industry. As a result, there was a wide coverage of the range of linguistic
patterns across the sectors. Based on the findings, advertisements were chosen
according to their visibility on Internet and in magazines and newspapers, that is why
the sample of the commercials contains famous brands with utilizing highly creative
ideas for their commercials.

« Survey Sample:
The survey respondents were 500 users randomly chosen from the consumer database,
although there was variation in terms of age, sex, and level of education. Respondents
were sourced from online tools like social media, and consumer forums/panels thereby
capturing an average perception of the consumers. To capture this, the survey was
specifically constructed to test how variations in language affected participants’
assessment of brand authenticity, credibility, and passion.
Content Analysis Procedures
The content analysis was grasped as the endeavor that should encode the linguistic
alterations in the advertisements systematically. Two fall coders coded the
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advertisements following a coding scheme developed ad hoc to detect specific forms
of words and phrases, including metaphors, wordplay, allusions, jargon, or clichés.
Coding Scheme
The coding scheme for this study classifies linguistic deviations into five primary
categories: metaphors, puns, proper names, idioms and proverbs. Each of these
categories is explained with examples that show the use of these linguistic strategies
in brand commercials.

1. Metaphors:
The two major types of figures of speech are; The two figures of speech mentioned
above are classified as; C. They help brand convey difficult ideas in easy to understand
terms. For instance, such a statement as “This smartphone is your gateway to the
future” does not only infers that the smartphone in question is technologically superior
to other similar gadgets; it also gives the notion that possession of this gadget will
take the user to a qualitatively new level in regards to... SUCH is the power of a good
metaphor — even the lowly products can be turned into things that peoplemay want
to attain in pursuit of an improved future. In general, brands, which make use of
metaphors create the idea that the viewer is connected to the product and the world
envisioned in the advertisement — how the product could be useful in the life of the
buyer, in the pursuit of his dreams.

2. Wordplay:
This means that there are specific textual formulas in jokes that can be described as
wordplay — puns, double meanings or anything that has to do with playful language.
This is a form of linguistic approach which seeks to have a first impression of getting
attention through a joke or a wise saying. An example of wordplay is a statement put
on a Coke bottle, “Life is a peach with our new beverage!” Here, though it sounds
rather silly, the phrase not only points to the drink’s delight, but also links the feeling
to the fruit imagery associated with peaches. Wordplay in advertisements is perhaps
felt most keenly with young or fashion-conscious consumers since they are tagged to
innovation and creativity. This aspect of wordplay also helps to created positive
emotions — people do not take them too seriously and the brand does not seem
intimidating.

3. Allusions:
Allusions are used as brief hints and images related to some cultural or historical or
other popular associations, which means that brands can appeal to consumers’
common code. For example, the expression Apparently, your car is as beautiful as it is
saying, ‘Our car is the Picasso of the road’ not only refers to the great beauty of the
design in the automobile but also refers to famous painter by the Picasso. It is more
effective to put a brand into a cultural context, which provides consumers with a
positive story to connect with the brand they are interested in. Yet, allusions should be
selected appropriately for the target segment overcoming the problem of references’
obscure nature, which results in the loss of potential consumers.

4. Jargon:
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Jargon on its part is specialized language of particular trades or calling, frequently
involving sophisticated words that may hardly find favour with most end users.
Although jargon serves as an indicative of professionalism and knowledge, its use in
the adverts transcends communicable meaning. For instance, a technology firm may
use words such as "advanced”, or “new generation algorithms”, or “high-performance
processors”. While using such terminology may be fitting to some target audience
inherent in the field of study, it has the potential to lose other audiences normally
deemed consumed with an ability deficit experienced when faced with overly technical
language. Its/social success depends on the targeted consumers since while
communication media jargon appeals to the ideal customer, it also has to retain
simplicity and genuine language.

5. Clichés:
They are typical similar words or phrases that have become so common so as to be
devoid of their meaning and relevance. Some of these include; “Advanced technology,
“Number one, “international standard,” or “Superior service." However, due to
overupdating these phrases have lost their much-needed meanings because any time
a consumer looks at the product, they feel that it is not unique but common. Products
whose adverts contain clichés may not be easily distinguishable due to the fact that
people will think that the advertiser is just lazy to come up with a better line. In general,
brands are recommended to use noncliched copy that adds to its appeal more
closeness to the target consumers and reflects the essence of the product.

« Inter-Coder Reliability:
To enhance credibility, two of the researchers separately coded the data. Cohen'’s
kappa alpha coefficient inter-coder reliability ranging from .80 was used as the
acceptable level of agreement due to its importance in establishing credibility of the
study findings.
Survey Research Procedures
The survey included both structured questions and unstructured questions. For
purposes of Closed-ended questions, a Likert scale with a range of 1 — Strongly
Disagree — 5 —-Strongly Agree was used to assess consumers’ perception of authenticity
based on the linguistic deviations. To the extent of flexibility, open-ended questions
brought out the respondent’s impressions on certain advertisements and the manner
in which language impacted on them.

» Survey Structure:
The survey was divided into two main sections:
oQuantitative Section: This section centred around capturing quantifiable data about
consumers’ impressions as to the brand'’s authenticity and included statements such
as "I trust the brand more after watching ads that employ the use of metaphors.”
oQualitative Section: This section offered the respondents an opportunity to explain
further their feelings concerning the consequences of the linguistic deviations: the
feelings are shown as being more profound than simple reaction on the
advertisements presented.
Data Analysis
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Quantitative portions of the data sets such as the content analysis results and survey
responses were analyzed using statistical means for quantitative data while the survey
responses included the open ended questions underwent thematic analysis.

1. Quantitative Analysis:
The quantitative data were analyzed add spatial descriptive statistics and inferential
statistics including the chi square and correlation analysis. The objective was to
establish the correlations between the applications of the linguistic deviations and the
consumers’ perception of brand authenticity with solid statistical evidence.

2. Qualitative Analysis:
Qualitative responses were analyzed in themed fashion, with emphasis being placed
on emerging patterns within the ways that consumers described their emotional
reactions to linguistic variations. This approach of consumer attitude analysis helped
to obtain more detailed information about participants’ reactions to advertisements as
participants talked about their own experiences and perceptions of advertising.

Reliability and Validity
Several measures were taken to ensure the reliability and validity of the research
findings:

» Pilot Testing: The survey was pilot administered to a small population and was
thoroughly checked for any ambiguity and coverage issues before
administering it on the selected population. This step proved useful in
ascertaining problems that may be anticipated and perfecting the survey
instrument.

« Triangulation: Content analysis of pictures was complemented by survey results,
thus making the results more valid and reliable. The study strengthens the
conclusions made because results from various methods show similar findings,
as seen with Gelman’s method and other methods such as the bootstrap or
cross-validation.

Chapter 4: Results

The present chapter offers a detailed discussion of the results of the content analysis
and the consumer survey as these studies were applied to investigate the effects of
linguistic deviations in the perception of brand authenticity. The findings presented
show tendencies in applying linguistic creativity in advertisements by different
industries and consumers’ reaction to them.

Content Analysis Results

The content analysis focused on linguistic deviation in a broad cross-section of
advertisements in fashion and cosmetic industries, technology, food and beverages,
automotive industries, and others. The results show that appeals to creativity in
language were particularly evident in the use of metaphorical and playful language
and less so in the use of allusions and jargon but these were frequent all the same.

Metaphors: A considerable 35 percent of the adverts analysed in this study were

found to have employed extensive use of metaphors, thus giving brands the
opportunity to create elaborate and creative imagery about commodities. Some of the
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times it complemented core aspects of the brand by creating a conceptual link where
the consumer could feel related to and appealed to the value such as freedom,
innovation, luxury among others. For instance, in the fashion sector, people mostly
employed metaphors to relate garments to conceptions of individual voice and
agency. Clothing was marketed not as the garments which people wear but as the
means of changing oneself; such catch phrases as “Wear Your Confidence” or "Dress
for the Journey, Not the Destination” could be seen. Their creators created such
metaphors that led to an appeal to emotion; thus, consumers perceived their
purchases not just as a simple exchange of money.

Wordplay: Repetition was used in 27% of the adverts with word play providing a
humorous aspect of the advert creation by use of puns, dual meanings as well as any
other witty form of phraseology. This was well evident in technology and lifestyle
branding where new brands were keen to target the youth and trendy image conscious
market. Humor functioned as a way to lower the psychological distance between
branded messages and their targets, so as to reduce perception of a social distance.
For instance, a technology brand could use sayings such as “Get a grip on the future”,
in the context of a new smartphone and refer to the handle of the Smartphone and
also its ability to feature the latest technological advancement. This kind of untidy
writing brought the ad ajar of informality and it left the brand easy to remember amid
all the other competing brands.

Allusions: Like wordplay, allusions were observed less frequently, in 15% of the
advertisements. They generally pointed to pop culture, literary or historical facts and
were used most often in adverts targeting specific brands or specific classes of
consumers. Some brands considered familiar cultural symbols or references to place
themselves within a broader story and thus correspond to the consumers’
expectations. For instance, a sports brand may use personalities of famous players or
events in a sport calendar or history to make the prospective buyers feel touched and
drawn closer to the brand.

Clichés and Jargon: However, clichés and jargon which were observed in 23% of the
adverts were considered to weaken the immediate appeal of brand authenticity.
Concerning language, issues similar to those found in the written press were detected:
although some industries, such as high-tech and finance, uses jargons to affirm its
professional and technical competence, the abundant uses of such terms were
considered off-putting to the target audiences. Despite reality of fabrications being
seen and heard through influential outlets, the use of strong language in ad slogans
left much emotional impact behind than inventive semantics used. In the same way,
clichés which can be defined as rather stereotyped expressions that have become trite
were considered as eradicating the possibility of brand differentiation. For example,
phrases like "The best in the business” or "A cut above the rest" failed to leave a lasting
impression on consumers, who were more likely to view the brand as generic or
unimaginative.

Survey Results
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The survey part of this study provided a better understanding of how deviations in
linguistic in advertisements affect consumers’ perception of brand sincerity. Overall
the findings reveal a positive relationship between the use of creative language and
increased perceptions of the authenticity, credibility and emotionality of brands.
Metaphors: Self-organising 82% of respondents shared the result that metaphors in
advertisements positively influenced their sense of brand genuineness. A concern
expressed by respondents was the emotional appeal that metaphors helped them to
evoke, most of them reporting that these figures of speech helped them to personally
identify with the brand. They pointed out that metaphors aided in their visualization
on how the brand or product was going to fit into their lives; the above sentiment
created trust hence brand loyalty. For instance, a metaphor that compares car to
freedom on the highway will create sensation of adventure and travelling and make
the client to open the brand as his travelling companion.
Wordplay: In the overall responses 78 % of respondents perceived wordplay in
advertisements in a positive way saying that they find advertisements that use
language play to be more relatable. People remembered that wordplay was fun and
being fun made the brand look trendy, avant-garde, and hip. They also indicated that
audience tended to recall and perhaps act on messages that are found in
advertisements with pun like comments, on the actual humorous wordage used in the
ad. The fun and frivolous nature of employing wordplay to generate brand associations
add to a brand’s perceived legitimacy due to the friendly nature of the approach.
Allusions: Finally, the study also shows that as many as 65% of the respondents tended
to react positively to advertisements containing references to popular culture or
history, or famous personalities. Such respondents frequently perceived such
references as signs of a brand’'s cultural sensitivity and marketing maturity.
Advertisements that made subtle references to shared cultural knowledge allowed
consumers to feel as though they were "in on the joke" or part of an exclusive group
that understood the brand's deeper message. However, allusions that were too
obscure or esoteric tended to alienate some consumers, particularly if they did not
resonate with the reference.
Clichés and Jargon: At the other extreme, as many as 70% of respondents provided
negative ratings towards adverts which incorporated cliché or jargons extensively. It
also imposed these consumers that using it neutered a brand, making it appear stuffy
or corporate instead of real and accessible. In regards to elements that make a brand
trustworthy, respondents said that being original and creative was important, and that
there was no way that an ad with no these ingredients would encourage consumer
loyalty. Preenchanting was frequently reported as empty or standard, as not effectively
connecting with the consumer.
Chapter 5: Discussion

1. The insights which are derived out of this study contribute to the understanding

of a new dynamic that is emerging in the concept of brand communication
where the;
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2. Aspect of linguistic creativity appears to be the most critical element which is
relevant with regards to brand communication that appears to develop
perceptions of authenticity. As more brands enter the advertising world and the
consumers get more bombarded by these products, new ways must be found
to grab the consumers’ attention and set the brand from the rest. Gestural
elements including alliteration, metaphors, and other tropes help brand appeal
to their fan base and thus enjoy greater immediacy, which is helpful in
endearing brands to their consumers thus creating long-term brand loyalty.

3. Consequences for the Management of Brands

4. Metaphors as Emotional Connectors:

5. This is so because metaphors are useful in taking brands past the basic use-
values of the products whose images they are applied on. Through creative
storytelling, vendors get to share broad propositions that have the ability to
elicit an emotional response. For instance, the luxury car brand might use the
car-buying metaphor: the product is not just for getting from point A to B, but
it represents the consumer’'s personality development. Such ‘metaphoric
representations’ enable the consumer to ‘invite the brand along on life's
journey’ thus helping to improve the brand'’s position in terms of perceived
realism or relevance.

6. Wordplay as a Tool for Engagement:

Brand Humor can be a subtle way to effectively grab the consumer’s attention,
and work on the strategic use of word-play. The communication landscape for
advertisements is filled with appeals that compete for the consumer’s attention and
languages that can create memorable markers will benefit a brand. Besides making
consumers chuckle, wordplay makes them think making them more than mere vessels
of transaction. For example, a snack brand can come up with a wordplay, such as ‘Taste
the sweet victory’ to sell a range of new desserts while at the same time linking the
purchase of the product to happiness resulting from a victory. Similar playful language
serves the brand development in enhancing its narrative, and thus the brand relativity
factor is highly influential to the perceived authenticity.

7. The Risks of Jargon and Clichés:

In particular, while such industries as IT and finance apply jargon to state authority and
competence, this research demonstrates that over identification with this language
damages consumers. It may even lead to creating a language gap between the brand
and the target audience, which makes adverts look clinical or too corporate. In the
same capacity, the use of clichés tend to appear as dull and bereft of creativity, which
does not help the brand stand out from all the rest. The current trend among
consumers demands louder and more genuine voices, where brands need to provide
uniqueness, thus possible oversaturation with terminologies or clichés seriously harms
the consumer-brand equity measurement.

Theoretical Implications

Accordingly, this research extends growing knowledge on the use of language in
branding and marketing processes. Analyzing the extent of lexical tensions, this

Page No.106




10l 02 No. 04. Oct-Dec 2024 Advance Social Science Archives Journal

research argues that branding creativity performs a functional role within the linguistic
media. Consequently, there is evidence that infection characteristics linguistic creativity
in the branding context has a role of providing tactical input to brand authenticity, as
well as a significant function in building up the emotional bond between consumers
and brands and sustaining this bond to lead to brand loyalty.This research provides
fresh insights into how language can be skillfully leveraged to construct brand identity
and nurture meaningful relationships with consumers.

Chapter 6: Conclusion

The findings of this research speak to the importance of language variations in forming
consumers’ perceptions about brand sincerity. Metaphors, wordplay, and allusions
become the effective weapons that help brands to build the necessary emotional bond,
as well as trust and a unique selling proposition in a highly saturated world. These fresh
language patterns help brands communicate values and experiences that touch
consumers’ souls and thus strengthen the brand'’s reality and desirability.

On the other hand, it tends to lead to rebound, which makes the brand boring,
uninspiring, or corporate-sounding to the audience. Because the consumer is moving
from passiveness to the active selection of what he or she wants to consume creativity
is the only thing that brands cannot afford in the short run.

It will also be meaningful to expand on the present study in more detail in several
directions, for example, investigating the interaction of variation within samples from
different cultures or using different media. When brands must deal with
unprecedented changes in the global economy, recognizing the process of language
as one of the critical elements in branding will ultimately help to preserve the trust of
consumers and the company's identity.
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